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Abstract 
Advancements in communication technology has given rise to the new phenomenon of viral 
marketing. Virality has become the new buzzword organizations desire and marketers adopt. The 
fundamental goal remains the same that is to increase awareness of a product or service. With this 
in mind, the objective of this study is to explore viral marketing through a content and receptiom 
analysis, so that marketers can gain a better understanding of how and which elements have driven 
two selected viral videos. 
This project presents a cross-sectional study of two data set in the form of videos. The Spies Travel 
video campaign “Do it for Mom” that was launched in 2015 exemplify the extensive outreach of 
potential consumer that social media can attract through viral marketing. The viral video is 
analyzed according to a framework of audience reception, mapping out the specific dimensions 
that led to the campaign’s success. Then cross-referenced with Pandora’s campaign “A Unique 
Connection” which has employed different driving elements as well as been exposed to a 
substantially larger audience. Semi-structured themed interview is used to support arguments 
throughout. Comments generated on social media is analyzed true to Hall’s Encoding/Decoding, 
which is extended with Schrøder’s dimensions of audience reception. 
The research specifies on the information required to address and understand viral marketing, 
designs the method for collecting information, managing and implementing the data collection 
process, analyze the results, and communicates the findings and their implications. 
Keywords: Viral Marketing, Word of Mouth (WOM), Audience Reception, Spies Travel “Do it 
for Mom”, Pandora Jewelry “A Unique Connection” 
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Chapter 1: Introduction 
As this project is about to explain, marketing has come a long way in a relatively short time. Viral 
marketing as a discipline has had to cover the same ground in even shorter period of time. So still, 
in a field with emerging strategies, it is most often maligned and often misunderstood. Since 
communication channels between company and target audience become more interlinked due to 
the technological development that have paved the way for an intuitive two-way communication, 
we clarify on how viral marketing is perceived today, then specify on the topic of viral marketing 
to address the problem and research gap in current literatures, followed by a presentation of 
research question. Restrains that appeared during the making of this project is included in the 
limitation. 
The Digitalization of Marketing 
Marketing is the activity and process for creating, communicating and delivering with the purpose 
of promoting a product or service that have a value for their targeted audience (American 
Marketing Association, 2016). However, recent changes in consumers’ behavior demands 
marketers for an online adaptation. The introducing of the Internet and developments in online 
marketing has spurred a strategic direction in viral marketing that heavily appeals for brand 
awareness and encourage consumer preferences towards the company’s offering (Dahlen, 2010). 
Viral marketing is considered a tool that keeps on rooming as technology continues to advance 
that, when virality is in proper motion, the company can achieve lower costs, reaching before 
unattainable audiences, stronger credibility and accountability as well as faster paced word-of-
mouth because of targets growing familiarity with social platforms such as YouTube and 
Facebook. With he increased focus on broadband has opened up a seemingly limitless range of 
possibilities for social media platforms and applications to emerge, besides already mentioned, 
Twitter, Instagram and Snapchat (Langdale in Papacharissi 2006; 64). The most recent example 
of a viral video is “Do it for Mom” video campaign from the Danish travel agency, Spies Travel. 
It is apparent that the video has gone viral with views in the millions considering that their other 
videos on YouTube hardly accumulates 20.000 views (Spies Rejser, 2015). 
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Viral marketing is expanding alongside technology to which continuously facilitate the delivery 
of an campaign. Although the driving elements of a campaign can vary depending on the 
organization and their aim, the underlying intention remains the same, that is to boost the exposure 
of the message or the sender that eventually generate a ‘lead’ in the form of increased awareness 
or sale. Even a donation can be considered a lead (Dobele 2007; 298). 
Virality has become the new buzzword marketers aim to practice and organizations start to desire, 
realizing the potential of viral marketing because the word from their competitors goes around. A 
viral marketing strategy implies leveraging the social media to explode the message to thousands 
upon thousands by taking advantage of existing entrenched communication networks (Wilson, 
2000). Wilson defines viral marketing as a virus feasting on the host’s resources that grows 
exponentially - if placed in the right environment - by influencing the individual to spread the 
advertised message. Taken into consideration the case of Hotmail, which was the earliest example 
of a company that tapped into viral marketing. Hotmail is the first free web-based email service 
that heavily stimulated customer referrals by adding a tag attached at the bottom of each sender's 
mail. And thereby making use of the recipient's own network of friends and families (Subramani, 
2003). This strategy generated 8 million subscribers within eighteen months and as a result 
Hotmail became the world's most operated emailing service for years, surpassed only by Google’s 
Gmail as of 2012 (Brownlow, 2012). Hotmail’s practice to append to advertising changed the 
concept of traditional word-of-mouth to such an extent that denoted the term viral marketing, 
which was coined by Steve Jurvetson in 1997 (Grifoni, 2012; 24). 
Computer mediation has signified the scale and scope to largely influence the word-of-mouth 
online (Subramani, 2003: 301). Subramani states how it is now possible to reach previously 
unreachable areas by placing the individual in a communication platform channel that allows for 
broader knowledge sharing and information transferring rather than face-to-face communication 
in the purest sense. According to Subramani, the technology is simultaneously enabling the 
individual for instant online synchronization, thereby enhanced the ability of viral marketing for a 
rapid growth (Subramani, 2003). 
The focus on viral marketing in this project is the exclusivity to online word-of-mouth since it has 
become the preferred marketing strategy compared to its traditional counterpart, which is subpar 
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both in outreach and in cost, by creating a process online for interested people to easily share to 
one another. The fact that people tend to trust and act more on recommendations among friends 
and families rather than from the company selling the product or service because the information 
is usually considered interactive and lacking in commercial bias. This further accentuates the 
importance of the emerging viral marketing with the means and stimulation to take advantage of 
the online word-of-mouth (Richardson, 2002, Subramani, 2003, Haryani 2016). 
1.1 Problem identification 
Extensive literature in viral marketing has focused on the company’s perspective, including 
marketing strategy, and even though there is an increasing trend to measure the effectiveness of a 
viral video, the lack of research concerning audience’s perception remains. Goldsmith, a professor 
of communication studies, stresses that consumer experiences are being addressed on a daily basis 
by companies who offer a specific product or service through different media such as televisions, 
radios, newspapers, outdoor posters, websites and emails (Goldsmith, 2002: 1). Henceforth, it is 
first later in the era of Web 2.0 that the digital development of social media became a dominant 
factor in the field, introducing interactive platforms such as YouTube, Facebook and Reddit 
(Schrøder, personal communication, 2016). Nonetheless, this does not necessarily mean that viral 
marketing is a new phenomenon but rather a “simply word-of-mouth marketing via a digital 
platform”, and that the skill for marketers herein is to understand the target audience, including 
“who the target audience is, where to find them, what the right message is that will turn them on 
yet relates to what they have to say and then knowing what mechanic will allow you to deliver it” 
(Goldsmith, 2002: 1-3). Furthermore, Goldsmith argues that small-medium companies have the 
opportunity to compete with larger businesses due to the accessibility of internet and information. 
It can easily function as a substitute for the expensive physical addresses that large companies 
have. For this very reason, the Internet can help minor players to appear as major as entrenched 
brands (Goldsmith, 2002: 6). 
1.2 Problem area 
Our initial motivation for the project at hand is a shared interest of virality in the context of 
communication and marketing. The phenomenon of viral marketing is in a stage of dynamic 
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development that have been practiced differently from time to time referring to the different uses 
of social media mentioned by Goldsmith. While viral marketing is still gaining notably attention 
from larger companies, there is a surging outcry for proper understanding of the context of how 
viral marketing works and the characteristics of products and services for which it is most effective 
in relation to the dimensions of audience reception. 
This project incorporates viral videos that have created a massive brand recognition leading to 
exponential growth in the message's visibility and effect, based on how the consumer has perceived 
and behaved towards the two selected viral videos, respectively “Do it for Mom” by Spies and 
“The Unique Connection” by Pandora. Since the data set stands within the sphere of social media 
and lends itself in communicating values, we have decided to apply Schrøder’s multi-dimensions 
model in order to analyze the audience reception projected from the two viral videos. Preceding 
the dimensions, we apply Hall’s Encoding and Decoding to measure the audience's perception 
because of the interconnectedness between the two theories. On the pivot of audience reception, 
we will identify how audience reacted and behaved according to the dimensions in our analysis. 
In conjunction with our belief that companies will gradually resort to viral marketing in order to 
win the competition, the aim is to conclude with an idea for marketers to design a viral campaign; 
that is, as they move towards understanding and developing their campaign after their own need 
in forms that suit their particular target audience. Crotty refers this to ‘Scaffolded Learning’, where 
the reader initially relies on the findings of this project and eventually develops their own 
autonomous learning strategies, promoting their own cognitive and affective learning skills in the 
psychomotor domain. An approach to “teaching and learning that, while careful to provide an 
initial framework, enables the learner to establish a longer term structure” (Crotty, 1998; 1). 
Taken into consideration that companies will adopt viral marketing in their promotional mix, it is 
therefore entirely possible a wronged marketing that goes viral have long-term ramifications for 
the company. This is further discussed in chapter 6. Based on the problem identification and 
problem area, this leads us to explore the following research question: 
How has consumer perceived and reacted on the two selected viral videos published on the 
social media? 
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1.3 Research focus 
In the era of Web 2.0, the widespread diffusion of Internet services has paved the way for social 
media platform to be used as a channel between the company and audience. Subsequently, viral 
marketing can be performed through a variety of platforms, including Hotmail services, a mean to 
send and receive messages or files electronically; blog, diary entries of someone’s personal 
opinions, activities, and experiences; user-created forums, a user-generated content forum for 
debate and discussion with other people at the same time. 
Through and through, our focus is scoped down to video and social network websites, namely the 
aggregated video content website YouTube and the personal website Facebook. Both websites 
conveniently allow for sharing of information and communication networks between members, 
friends and families. 
In order to elaborate on the research question, this project will include answers to the following 
working questions: 
1. What characterizes traditional and online word of mouth (viral marketing)? 
2. What is consumer perception towards the two viral videos in relation to the dimensions of 
audience reception? 
3. Which means did the two companies used in their viral videos? Does it correlate with the 
identified consumer reactions and behaviors? 
4. What role does the participatory media, mainly YouTube have on audiences? 
1.4 Limitations 
This project could not get in touch with a representative from the two companies for definitive 
statements or opinion on what actually worked, the shortcomings of their strategy, and how they 
intend to proceed. 
Probing the minds of consumers would have provided a more sustained empirical data. This could 
have been done through in-depth interviews, association tests and focus group. Evaluation would 
be done prior and after participants being subject to viral videos. 
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Although the findings in this project does not recognize the consequence of negative word-of-
mouth, it is discussed briefly in chapter 6 as inadequate viral marketing can cause long term 
ramification for the companies concerned. 
1.5 Structure of the project 
Chapter 1: Introduction 
Chapter 2: Methodology 
Chapter 3: Literature Review 
Chapter 4: Theoretical Framework 
Chapter 5: Analysis 
Chapter 6: Discussion/Conclusion 
Figure 1 - Structure of the Thesis. 
As can be seen from figure 1, this project is divided into six chapters. The first half of the project 
explains the motivation of this project, how it has been researched and which theoretical 
framework the analysis is based on. Chapter 1 briefly introduces the phenomenon of viral 
marketing. Presenting our data sets and theories related to audience reception. Problem 
identification, problem area, and research question as well as limitation is included. Chapter 2 
presents the resign design of this project, including the methodological approach, philosophical 
position and perceptions such as explaining our data sets consisting of written comments on Spies’ 
and Pandora’s video that went viral on the social media. Chapter 3 reviews the literature 
concerning the online-word-of-mouth to which we refer to as viral marketing. It is aimed to explain 
the relevancy of viral marketing in this project and for the future of marketers in general. 
Moving on to the second half of this project, chapter 4 explains the theoretical framework that 
consist of Hall’s Encoding/Decoding in order to measure how many people agree, disagree and 
partly disagree as well as Schrøder’s dimensions of Audience Reception. Chapter 5 presents a 
thorough analysis of our chosen data sets with the purpose to identify means in the viral videos 
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that worked. Chapter 6 discuss and conclude on the topic of viral marketing. Reflecting on the 
implication of viral marketing and suggesting means to incorporate in a video that aims to go viral. 
Chapter 2: Methodology 
This chapter presents methodological considerations, theoretical perspectives and epistemology 
applied in the project. Arbnor (1997) defines the methodology as “a set of ultimate ideas about 
the constitution of reality, the structure of science, and so on, that is important to methods, that 
is, to the guiding principles for creating knowledge” (Arbnor and Bjerke, 1997: 26). 
To better understand the potential benefits of viral marketing and factors that contribute to a 
successful viral video campaign, this project analyze two recent cases in which the companies have 
experienced an extraordinary increase as a result of the viral spread of a visual media content, 
respectively the Spies Travel “Do it for Mom” and Pandora Jewelry “The Uniqueness 
Connection”. Each case was chosen according to the criteria that is was communicated and shared 
across multiple social media platforms including Facebook and YouTube, that it went viral 
compared to their other campaigns, that the success in terms of audience outreach was unexpected 
and that it received a significant amount of media attention.  
In our opinion, we refer videos that have gone viral to an anomaly taken into account the 
company’s other video campaigns. If a video campaign has 10 million views similarly to their 
others video campaign, there is no longer talk about virality but rather a good marketing strategy. 
On the other hand, we deem virality if a video has 10 million views compared to their other video 
campaigns, which in the case of Spies and Pandora, barely has 20.000 views on each one. We 
could have included other measurements by looking at whether a video has been picked up by a 
media outlet, but believe that the view count is the most determining measurement for any outlet 
to even consider about the video in the first place. Granted that a media outlet, which is a 
publication or broadcast programme including newspapers, magazines, radio, television, and the 
Internet can boost the momentum of viral video, it does not necessarily mean that they are willing 
to be the early adopters whom Rogers (1983) refers to as the trendsetter. 
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2.1 Marketing in the Postmodern Age 
According to Firat (1994) and Cova (1996), the field of marketing and communication is best 
perceived in the perspective of post modernity rethinking the principles of science in marketing. 
The greater entrenchment of these conditions of postmodern era are the technologies of 
information and communication that have resulted in the fragmentation of experiences pertaining 
to marketing and consumer. Firat opposes how consumer behavior is no longer consistent claiming 
that the technology development destabilizes the practical reality of consumer behavior (Firat, 
1994; 2-9). This defeats the claim that positivism is dominating and how marketing research “has 
been, and still is, occupied by positivism and its variants” (Shankar and Patterson 2001). At least 
up until their time of study. Arndt describes this struggle about the dominance of 
positivism/functionalism and the struggle with interpretivist positions in marketing, particularly 
from consumer research in relation to marketing (Arndt, 1985). The constant changing behavior 
in marketing research contrast the repeatability to which Hudson and Ozanna (1988) argue is the 
main condition in positivism. If a scientific experiment under controlled conditions gives different 
results, it is consequently false and not repeatable. For this very reason, in accordance to Philip 
Kotler's point of view, marketing can be said to be a combination of art and science (Kotler, 1969). 
Furthermore, Kotler mentions that in a microscopic point of view consumer have different 
behaviors, stating how consumers not always select the highest delivered value product, but rather 
base the selection on information online or opinion from friends and family. However, consumers 
can vary widely. This highlight the positivism and humanism integration signifying that marketing 
is undergoing some transformations as a result of the impact of postmodernity on society (Firat, 
1994; 8-9). Giddens (1990) argues how this acceptance of fragmentation in late modern society 
stems from the increasing globalization. This breakdown of societal boundaries or identify have 
created fragmented selves, where every choice is questioned. Despite the fact that positivism has 
moved toward interpretive inclinations that value qualitative as much as quantitative. We support 
the view that there is one and only one truth, and new research brings us closer to understanding 
that truth (Blackburn, 2005). 
2.2 Methodology 
The methodology that governs our choice and use of methods has an inductive approach because 
of its secondary literature derivatives. The inductive approach is our neutral and dispassionate 
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assessment of empirical observation of sample of the instances for which viral campaigns has 
succeeded, starting with simple and specific observations from which we seek to generate a 
universal theoretical proposition through inductive generalization and inference (Hay, 2002). 
Furthermore, Blaikie suggests how induction ‘corresponds to [scientist] who make careful 
observations, conduct experiments, rigorously analyses the data obtained, and hence produce new 
discoveries or theories’ (Hay, 2002; 30). 
2.2.1 Philosophy of Perception  
Critical realism is the theory that some of our sense data of primary qualities accurately represent 
external objects in relation to beliefs about, or knowledge of, the world, basing the answer from 
two basic questions inherent in ontological or metaphysical views about what is there, and what is 
it like (Lewis, 2010). On another note, the nomothetic approach introduced by Immanuel Kant, 
sees facts as tendency or patterns in order to generalize and rationalizing our scientific argument 
(Ter Laak, 2013: 77). 
 
2.2.2 A Scientific Argument  
This project provides an answer to our research question that is supported by patterns identified 
through observations and is justified by reasoning as to why it supports the claim (Sampson et al. 
2011). The rationale for linking the choice and use of methods to the desired outcome of this 
project is that we go from general to specific. The man empirical data is secondary. However, we 
have conducted an interview to support textual facts through the project. Therefore, it can be 
argued that this project utilized a mixed-method, combining quantitative data to formulate facts 
and uncover patterns with qualitative data for an explorative research to develop ideas (Bryman, 
2012). 
 
The reason for secondary data is to look on what research has already been done on this topic, 
what sub-areas of the topic we need to explore and what other research might be relevant to our 
project. Heaton (2008) states that “in principle, secondary analysis can be used for two main 
purposes: it can be used to investigate new or additional research questions; alternatively, it can 
be used to verify the findings of previous research” (Heaton, 2008: 35). Among secondary sources 
used in this project are working papers, reports, books and journal articles, and in particular peer-
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reviewed, whose reliability and validity are safeguarded by the peer-review process as viral 
marketing is still a relatively new phenomena, emerged fiercely with the development of social 
media. 
 
2.2.3 Semi-structured interview  
We have performed a semi-structured interview with Schrøder. The purpose of conducting 
interview is to get thorough empirical data gathered from an expert in the field of reception studies, 
which provides us with invaluable information regarding audience reception and viral marketing. 
As researchers, we had prepared several questions relevant to the field of reception studies and 
viral marketing in relation to our research topic which we presented for him prior to the actual 
interview. Nonetheless, we formed the questions so that they had an essential role, as they were 
questioned in a way that followed a chronological structure throughout the whole interview. This 
provided an ease fundament to record the interview instead of taking notes because the 
conversation had a natural flow (Saunders et al. 2009: 320-321). 
We are aware of the possible bias of the interviewee since he is the author of the applied theory. 
In the project, however, we only use the interview with Schrøder as data from an expert in the field 
of marketing and communication. Hence, we do not search for his opinion on the applied theories 
in the project but only on the field of audience reception and viral marketing in general (Saunders 
et al. 2009: 326). 
 
2.2.4 Content Analysis  
In this project, content analysis is a research approaching technique for contextualized 
interpretations of documents produced by communication processes of written text in the form of 
comments. The audience exposed to the video campaign, which was promoted by an intentional 
sender generated these comments (Berelson, 1952). 
 
Content analysis lends itself to an array of research method measuring common meanings in how 
participant’s written comment reflecting their ideas, thought, and feelings. According to Lasswell, 
content analysis is about asking, “Who says what, to whom, why, to what extent and with what 
effect?” (Lasswell, 1948). Both Berelson and Lasswell emphasize on the quantification of words 
in text and talk. Here, text is taken as a fact without the context of the discourse in which the text 
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arises arguing that content analysis is based on primary qualities relating physical reality, where 
characteristics convey certain facts without relying on subjective judgements (Locke, 1690). 
 
The method of content analysis enables the researcher to include large amounts of textual 
information for thematically purposes in similar vein as Braun and Clarke (2006). The approach 
on Halls’ and Schrøder’s theories provide a systematically identification of its properties, looking 
for patterns that prevail the content to generate a general conclusion or identify the norms and 
sometimes formulate a theory (Stemler, 2001). Moreover, the amounts of textual information will 
be compressed within the dimensions based on Schrøder’s theory to provide a more meaningful 
interpretation of the chosen content. 
 
2.2.5 Review Methods  
Our literature review that have a created a solid foundation for advancing knowledge is divided 
into two phases containing four stages. The first two being the initial exploration of the project, 
while the last two being the refinement of findings inspired by Liston (See figure 2). 
Figure 2: Literature Review Methods: Point of Departure, adapted from Kathleen Liston. 
A literature review identifies the extent to where research exists as well as disclosing areas where 
there is a lack of research, and potentially facilitates theory development (Crotty, 1998; 1). One 
reason we see so few theoretical articles in viral marketing relates directly to the youth of the field. 
Another concern is the interdisciplinary of the field, where drawing theories from a different field 
of study can be a complex and challenging process. The literature review come to a halt once the 
concepts starts snowball and no more important phenomena or new concepts in the context of viral 
marketing emerges (Bryman, 2012) 
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Chapter 3: Literature Review 
Leading up to the analysis of the two viral videos, this chapter reviews the literature in the field of 
marketing, specifically online-word-of-mouth (eWOM) which we simple refer to as viral 
marketing. Initially we clarify the relevance of marketing. Following this, we identify the 
differences between traditional and online word-of-mouth to communicate the advantages of viral 
marketing. 
This chapter provides an answer to the following working question: 
1. What characterizes traditional and online word of mouth (viral marketing)? 
3.1 Marketing for Businesses 
Marketing is “the process which creates, communicates, delivers the value to the consumers, and 
maintains the relationship with consumers. It generates the strategy that underlies sales techniques, 
business communication and business developments. It is an integrated process through which 
companies build strong consumers relationships and create value for their consumers and for 
themselves” with the fundamental goal of achieving a sustainable competitive advantage (Hill, 
2003; Baker, 2008; Kotler et al., 2010). Marketing has its roots in American 1940s’ consumer-
goods businesses and the application has since spread to other areas such as Business-to-Business 
(Hill, 2003). According to Keith, the philosophy of marketing back then had two outdated views; 
a product-centric view where the organization believed their product as the main, and a sales 
oriented view where customer might not choose for themselves (Keith, 1960). Not only was the 
philosophy outdated, the traditional marketing technique that was to create commercials in the 
television or in the news became cluttered and unappealing, urging for new ways to advertise. 
Nonetheless, marketing is essential for businesses insofar as all organizations can be said to have 
“customers and products” maintaining that marketing can increase profitability in the search for 
improving business performances (Kotler and Levy, 1969; Jobber and Fahy 2015). Moreover, 
marketing exist in a dynamic marketplace and comes therefore in different form for strategy 
depending on the audience and social media platform in todays’ evolving consumer behavior. 
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3.1.1 Web 1.0: Getting Online 
The advent of the Internet, or World Wide Web (WWW), has significant impact on the progress 
towards online marketing, also called internet advertising, which uses the internet to deliver 
promotional marketing messages, enhancing their marketing in a cost-effective and convenient 
manner through (i) quickly distribute products (ii) reach new markets (iii) conduct marketing 
researches (iv) serve consumers better (v) solve consumers’ problems and (vi) communicate more 
efficiently with marketing partners (Grifoni, 2012; 22). With the way in which marketing has 
developed since the 1990s, online marketing has caused a shift on how brands and businesses 
reflect on digital technology in relation to marketing as people opt for digital devices instead of 
going to physical shops (Goldsmith, 2002: 6). Jelassi refer this period of time as E-marketing, 
encompassing digital marketing for its offering using digital technologies and mediums, to which 
became the sole marketing strategy from the 1990s, where delivery methods for advertising over 
the internet could be taken in the form of a banner or pop-up (Jelassi, 2008; Dahlen, 2010). 
 
Figure 3 - The Viral Marketing Process (Grifoni, 2012: 23) 
Figure 3 illustrates the essence of word-of-mouth. It shows how a consumer share or pass along 
the message to their network, who if they accept, become a consumer themselves and will perform 
the very same action of sharing or spreading the messages to other consumers. Thus the cycle 
continues. 
3.1.2 Word-of-mouth 
Traditional word-of-mouth (WOM) is understood in the simplest sense as peer-to-peer 
communication, where information of company, brand, product or service is encouraged to be 
shared. A strategy where brands “leverage both consumer-to-consumer and marketer-to-consumer 
interactions in the context of a marketing objective” (Grifoni, 2012; 23). Arndt (1967), who studied 
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the influence of WOM on consumer behavior, defined WOM as “oral, person-to-person 
communication between a receiver and a communicator whom the receiver perceives as non-
commercial, regarding a brand, product or service”. This indicate that word-of-mouth takes place 
in a natural part of a conversation despite the constantly changing environment unlike conventional 
advertisement.  
In addition, the definition encapsulate significant elements that can be broken down into three; 
interpersonal communication, commercially adherence and that consumers are not ‘motivated 
commercially’, but are unbiased and share willingly without any external forces. In this sense, a 
campaign can be commercial in context but non-commercial in perception (Nyilasy, 2006). 
Furthermore, Nyilasy has an extensive definition of word-of-mouth as ‘interpersonal 
communication between a perceived noncommercial communicator and a receiver concerning a 
product or service’, ‘opinions sought from personal sources’, ‘hearing about product or service 
from friends’, ‘product related conversation’, ‘interpersonal interaction that does not involve 
personal selling’, ‘interpersonal information exchange about a product, service or retailer’, 
‘informal communication directed at other consumers about the ownership, usage or 
characteristics of particular goods and services and/or sellers’, ‘interpersonal communications in 
which none of the participants are marketing sources’, and ‘the act of telling at least one friend, 
acquaintance or family member about a satisfactory or unsatisfactory product experience’ to which 
we will use throughout the project (Nyilasy, 2006; 165). 
 
3.1.3 Web 2.0: The New Age 
Following the technology advancement that have paved the way for the computer-mediated tools 
within social media, has simultaneously intensified the reach of a viral campaign by allowing 
people or businesses to create, share or exchange information and media based text or video in 
virtual communities and networks (Hill, 2003). This social aspect spurred the focus towards 
relationship marketing in which social media is the main communication channel to attract and 
retain consumers through “online activities to facilitate the exchange of ideas, products, and 
services that satisfy the goals of both buyer and seller” (Ngai, cited in Grifoni 2012). Saxton and 
Wang (2013) concept of the social network effect can relates to the attracting and retaining of 
consumer through the already-established follower-base. Manovich reflects on how an interactive 
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community is grounded in what is otherwise known as ‘new media’, containing creative user-
participation, where content availability and accessibility can occur on any digital device 
(Manovich, 2002). 
 
Figure 4 - The Online Viral Marketing Process. Adapted from Grifoni (2012: 23) 
3.2 Viral Marketing 
Following Goldsmith and many others author, it was not a surprise for viral marketing to devise 
into difference definition of the term. Wilsons (2000) claims that “off the Internet, viral marketing 
has been referred to as “word-of-mouth”, creating a “buzz”, leveraging the media, “network 
marketing”. But on the Internet, for better or worse, it's called "viral marketing”. 
Moore (2003) argue how viral marketing is a “network-enhanced word of mouth” that turns every 
user into ‘an involuntary salesperson’ by involving people to share the message. He speak of social 
media platforms as a hypermedia environment that subconsciously encourages individuals to pass 
on information that they receive (Moore, 2003). Correspondingly, viral marketing is created 
through user-to-user recommendations disseminating information about an offering, as opposed to 
company-to-consumer (Grifoni, 2012). This process of encouraging honest communication among 
consumer networks are the reason businesses starting to realize the benefits of viral marketing. 
The true value of rapid popularity and cost-effective market adaptation is also the main difference 
between word-of-mouth and viral marketing in the sense that word-of-mouth gets users to talk, 
similar to a buzz, whereas viral marketing gets user to actively pass along an information in the 
form of a e-mail, digital message, or visual media. On a related note, Kiss and Bichler (2008) 
argues how viral marketing encompass a more technology prospect, disseminated the institutional 
power for consumer to be involved in generating social change, emphasizing on the highly 
integrated technologies that allows for a flexible, easily transfers of knowledge and quickly sharing 
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of messages (Grifoni, 2012; 22-25). Fine (2006) states how the ability to interact through digital 
tools has transformed the society from the “information age” into the “connected age” where the 
digital tools have given consumer more influence on social media by allowing them to connect 
and expressing their views in communities with people who share similar interests or concerns. 
3.2.1 Social Media 
Social media are computer-mediated tool grouping Web 2.0 internet-based application that allow 
the creation and exchange of User Generated Content (UGC), in which is considered the lifeblood 
of the social media organism, where social media facilitate the connection between individuals 
with those of other individuals (Subramani, 2003; Kaplan and Haenlein, 2009; Obar and Wildman, 
2015). According to a study on the state of social media, Internet users continue to spend more 
time with social media sites than any other type of site (StateofSocialMedia, 2015). Beside the 
estimation that social media will account for 22.5% of digital marketing budgets in the next five 
years, it is reported that 28% of the global population is interconnected, meaning that 2 billion 
people worldwide are active on social media. 
As a hub for discovery, Facebook is the most used social media with 1.44 billion users, followed 
by YouTube with 1 billion users (StateofSocialMedia, 2015; 20). Runner-ups are Twitter, 
Instagram, Google+ and Pinterest respectively. It is clearly that Spies and Pandora utilized the 
video-sharing capabilities from the two largest social media to promote their offerings, unlike 
Twitter and Instagram where sharing is lackluster. 
3.2.2 Going Viral 
According to Wilson (2003), an effective viral marketing strategy should include the following 
elements. Firstly, the product must be relevant with an enjoyable cause. It helps itself buzzing 
making it not only attract attention but also to incentivize people to pass along the offering, 
sounded that they have an offer worth sharing. An offer can simple be the service of letting friends 
or families in the network know. Wilson connects this fulfillment of expectations, or needs, or the 
pleasure derived from this with how marketers practice delayed gratification. Secondly, the 
message of the campaign must provide for effortless transfer to others. Viral marketing works on 
the Internet because of the instant communication and synchronization maintained by Subramani 
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(). Therefore, the campaign must not be a hindrance when passing it along. Furthermore, the 
campaign should make use of common motivations and behaviors so people has a desire to share 
utilizing their already established networks of friends and families. Although incorporating all the 
elements is not a requirement, he claims the more the mere (Wilson, 2003; 2). 
3.2.2 Advantages with Viral Marketing 
Despite the fact that the increasing broadband has allowed more people to connect to the internet 
as they immerse themselves online, it neatly accommodates the newer generations of media 
consumers. With the fierce competition for traditional techniques such as televised commercials, 
viral marketing can be seen as a new market according to the blue ocean strategy where players 
are still new and the potential it encapsulate still increases. Regardless of how traditional marketing 
is shaping, online campaigns can be replaced and changed more frequently compared to their 
offline counterparts. Furthermore, the sheer outreach of viral marketing, which can be globally, 
cuts the marketing costs as social media provides a low-cost means for marketers to influence and 
engage with established communities. Viral marketing enables marketers to measure and collect 
data on how the audience have reacted, perceived and behaved towards the campaign. This helps 
marketers to improve their advertising campaign over time. In similar vein, data availability makes 
it possible to customize a campaign for more specific target audience while the format can be 
change in order to present a promotional message in other ways that suits the target audience more. 
Moreover, the increasing familiarity of social media can make the delivery of a campaign shared 
instantly. 
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Chapter 4: Theoretical Framework 
This chapter presents the theoretical framework for the exploration of audiences’ reception theory, 
and the key dimensions that contribute to perception and behavior of media content in context. 
The main structure for the framework derives from Schrøder’s multidimensional model for the 
analysis of qualitative reception content, which came to be after the criticism of Hall’s model that 
lacked depth and variety when categorizing audience’s reception (Schrøder, 2000). The origins of 
reception research are described in opposition to textual analysis and effects research (Schrøder, 
2000; 234). Audience theory addresses how audiences make sense of their media-saturated life-
worlds by asking why and how do the audiences choose to consume certain texts as well as what 
happens when they consume the texts, in this case visual media text in form of a video. The key 
challenge for reception analysis is however the result of the transition from a mass media society 
to a culture of participation which is discussed in the sixth chapter. 
4.1 The discipline of Audience Reception 
Reception analysis is considered a sub-discipline of media research with cultural orientations but 
has proving its worth in communication research as marketers or designers of communication 
campaigns slowly but surely make use of audience reception to ensure that a campaign succeed in 
engaging the target audience (Schrøder, 2000). 
We have chosen to apply two theories of audience for a better understanding about the relation 
between visual media and reception; Hall’s Encoding and Decoding theory along with Schrøder’s 
Audience Reception theory. 
4.1.1 Encoding and Decoding theory 
The project applies Stuart Hall’s text about Encoding and Decoding, which takes point of departure 
in the socio-cultural tradition and British Cultural Studies. The theory will be used to scrutinise 
the audience's perception in the extract of the comments in the appendices. The project seeks to 
identify whether audiences are positioned as negotiated, oppositional or dominant/hegemonic in 
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relation to the preferred reading of the communication products. Hall describes these readings, as 
categories of response. Nonetheless, the preferred reading of the video campaign implies when 
the reader shares or agrees with the code of the text. Hence, this means that the audience agrees 
with the message or messages of the campaign. 
4.1.2 The multidimensional model 
Schrøder’s six dimensions of reception are Motivation, Comprehension, Discrimination, Position, 
Evaluation and Implementation (Schrøder, 2000: 243). Schrøder categorizes the dimensions into 
two groups in which four of the dimensions are classified as readings and the two other dimensions 
as implications. Within readings, the dimensions are referred as interior reading process that 
emphasizes the production of the informant’s subjective experiences. Within implications, the 
dimensions contributes to the audience’s subjective interpretation in which the researcher 
examines social meanings (Schrøder, 2000: 243). 
Motivation 
The first dimension of Schrøders is motivation, which stems from the media product and the 
situation of use. Motivation is considered to be the most important dimension, as it determines 
whether or not the reception process of an individual should continue (Schrøder, K. 2000: 245). In 
other words, a relation of relevance, memory or identification with the content at hand most often 
triggers the individual. Lack of provoking content will render the individual reluctance to share. 
This dimension combines the connection between the audience’s own understanding and the 
campaign’s image. 
Comprehension 
Comprehension is the second dimension and addresses the audience’s interpretation of a media 
product of the campaign “Do it for mom” in order to conceptualize semiotics and the relationship 
of signs and representations along with the connection. This dimension demonstrates whether the 
audience understands the message of the campaign and how the encoded media meanings are 
decoded connotatively and denotatively. However, as the informant is working with the campaign, 
it is expected that the informant will give a broad picture of how the audience interprets the 
message of this campaign and how Spies managed to give the audience such picture of the 
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campaign (Schrøder, K. 2000: 246). This model points out that the audience only decodes the 
messages from the campaign, and discards the encoded process from the audience’s perspective. 
Discrimination 
The discrimination dimension is the third element of the model. It gives a picture of the feedback 
of the audience, whether the audience has taken a supportive or a critical stance of the issue 
concerned in the campaign or if they have taken both stances. 
Position and Evaluation 
The fourth dimension position, is associated with how the researcher positions the information 
received in an objective manner. As the interview easily can be considered subjective, due to the 
informant’s own perception and opinion of the video campaigns, it is necessary that we, as 
researchers, portray the information neutrally. Additionally, Schrøder notes ‘acceptance’ does not 
mean adoption of the ‘preferred’ hegemonic position supposedly inscribed in the text, but the 
readers’ agreement with what how the individual perceives the message of the text (Schrøder, 
2000: 249). As a continuation of the dimension position, the fifth dimension evaluation, intends to 
analyse the information received with a political perspective. 
Implementation 
The sixth and last dimension is implementation representing the choice of including the message 
derived from the campaign in the daily life of the audience. This dimension is further a political 
aspect, as it probably will influence the social practice (Schrøder, 2000: 251). As Schrøder argues 
“conversations are political not just when we are talking politics [...], but also when we are talking 
[...] about everyday social issues.” (Schrøder, K. 2000: 252). 
4.1.2.1 Evaluation 
Each of the dimensions are considered as part of a strategy in which the purpose is to scrutinize 
the shaped meanings of the audience. The analysis of reception contributes to the understanding 
process of audiences perception, as Schrøder’s model concerns the role of the media in processes 
of social reproduction and social change (Schrøder, 2000: 233). 
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One of the main advantages of Schrøder’s model is that it ensures analytical attention to each 
dimension (Schrøder, 2000: 254). In comparison to Schrøder’s model, Hall’s model avoids 
aspects, such as comprehension, recognition, response and interpretations (Schrøder, 2000: 241-
242). The reason why Schrøder’s model is considered dimensional rather than structural is that 
they can occur simultaneously because of the correlation to audience discourse. Consequently, the 
dimensions cannot be employed chronologically (Schrøder, 2000: 242). According to Schrøder, 
Hall’s text is influenced by Marxist capitalist thinking, as the text was written in the early 1970’s, 
meaning that Hall’s model is not flexible as the multidimensional model of reception. Furthermore, 
he argues that this tradition is more suitable than the socio-cultural tradition, for the reason that 
they build on Marx’s view on society and in this way they have a position or standpoint against 
others’ view on society (Schrøder, personal communication, 2016). 
When incorporating Schrøder’s model into the project, we intend to apply comments from 
YouTube. To do that, we conduct screenshots of the comments and attach them in the appendices. 
For that purpose, the model will operate as an apparatus to systematize empirical data (Schrøder, 
K. 2000: 254). The collection of data provides particular information, giving us the opportunity to 
digest the material that addresses people’s interpretation of the selected campaigns. 
4.2 Consumer perception 
Audience reception in relation to consumer perception is grounded in the premise that while visual 
media text can influence the meaning creation process of the individual consumer, the individual 
can through sense-making and interpretative repertoires negotiate and contest the very same 
meaning. In this sense, consumer perception involves making sense out of the stimulus projected 
by their senses to create meaning based on their impression and awareness, which largely depends 
on internal factors such as person’s beliefs, experiences, needs, moods and expectations, when 
exposed through the various promotion channels (Belch, 2001; Goldsmith, 2002). 
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Chapter 5: Analysis 
In this chapter, we start with a presentation of the two selected campaigns “Do it for Mom” by 
Spies Travel and “The Unique Connection” by Pandora separately. Based on the written 
comments, we apply Hall’s Encoding and Decoding theory to measure how many people agree, 
disagree, or partly disagree to see how people have perceived and behaved towards the two video 
campaigns. To elaborate on Hall’s theory, we apply Schrøder’s six dimensions of reception 
analysis. In doing so we illustrate the means used in the video to highlight some specific scenes 
that were identified through a content analysis. 
5.1 Spies Travel 
Spies Travel has in recent years attracted deserved attention both nationally and internationally 
with campaigns such as “Solar Charging Dummies” and “Do it for Denmark”. They have receive 
multiple awards in different categories ranging from Promotion & Incentives to Advertising 
Effectiveness Award (Larsen, 2014). The latter campaign is followed by a sequel named "Do it 
For Mom (Do it for Denmark 2)” and unlike “Do it for Denmark”, where there was an ovulation 
discount to entice people on city breaks, this time the campaign promoted an active holiday to 
stimulate the desire for an active sex life. However, the underlying intention was to stimulate 
Danish audience to share and engage in the content (DanishDigitalAward, 2016) 
5.1.2 “Do it for Mom” 
“Do it For Mom” is the most recent campaign that succeeded in going viral. The campaign was 
launched in late September 2015. Spies’s effort to promote active vacations became a viral hit with 
view in millions, shares in thousands and received considerable media coverage abroad. “Do it For 
Mom” was designed in collaboration with the advertising agency Robert/Boisen & Like-minded 
(Larsen, 2014). 
The campaign addressed the low birth rates in Denmark, which will affect the mothers as they may 
not experience the feeling of having a grandchild. To prevent the cause of low birth rate and the 
fear of not having a grandchild, Spies teamed up with grandmothers with the slogan “Do it for 
Mom”. To get the ‘baby’ production going, the campaign recommended a couple to go on an active 
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holiday. According to Spies, scientific studies shows that couples who sweats together performs 
more sexual activity. This coupled with the fact that holiday in the sun gave 51% more sex was 
the perfect mixture to stimulate more sexual desire, and thus more babies, or grandchildren for the 
concerning grandmother (DanishDigitalAward, 2016). The campaign has received mixed opinion 
with some applauding the clever use of such a controversial topic while others berated that very 
same controversy (Roar, 2015). 
5.1.3 The performance 
The campaign has more than 10 million views across YouTube, Facebook, and their own media 
player compared to its two years old predecessor “Do it for Denmark”. In fact, the campaign 
reached about 1.5 million views the first day of its launch, three times faster than “Do it for 
Denmark” (Hansen, 2015). Furthermore, the campaign has an estimated reach of +600 million 
people and the total "earned media" value is estimated at 84 million DKK, of which 12 million 
DKK generated through the Danish media, giving a 5812% ROI alone on the Danish PR budget. 
Hollywood stars like Ashton Kutcher brought the campaign on their Facebook page followed with 
the caption “it is a creative response to a real problem” linking the widely publicized campaign 
(Kutcher, 2015). On Facebook, the campaign reached more than 140 million unique users. More 
than 500,000 have either commented, liked or shared the campaign which has led to a "Social 
action rate" of 6% (as for example Volvo Epic Split, 4% is considered "Highly Viral"). With 
regards to sales, there has been a boost ranging from 25% to 60% depending on the product 
package for the duration of the campaign (DanishDigitalAward, 2016). 
In addition, Spies played further in their campaign creating a tool called Spies PARENT ™, where 
they could prepay active holidays for their children and in-laws as a way to get the magic to 
happen. To show that Spies is supporting all along, they offered ongoing discount and sexual-
provoking activity. All of this was communicated on a related landing page (www.spies.dk/do-it-
for-mom), where they can educate themselves on the tool in question as well as a pre-defined series 
of exercise videos of different activity relevant with the holiday resort such as cycling, yoga or 
fitness. 
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5.1.4 Findings 
Moving on to the “Do it for Mom” video campaign, an analysis of the comments will be conducted. 
Firstly, Hall’s Encoding and Decoding theory will be applied in relation to the comments. 
Subsequently, it will be supplemented by Schrøder’s dimensions of reception. Lastly, we connect 
the essential scenes from the campaign that the comments refer to. 
In the context of “Do it for Mom” video campaign, the preferred reading implies whether the 
reader agrees, disagrees, or partly disagrees with the code of the text. Despite being straightforward 
in their message to “take an active holiday for mother, motherland and our future business” (Spies 
Rejser, 2015), the message of the campaign can be divided into several messages. First, couples 
have greater tendency to have sex on sunny vacations instead of a cold, rainy camping (Appendix 
1: 3.2). Second, Denmark has a problem concerning the decreasing birth rates despite a little 
progress in recent years. In addition, the Danish welfare system is under pressure, appealing that 
couples should travel for the sake of their homeland. Last but not least, the campaign offer the so 
called “Parent purchases” for their adult children, appealing to travel for the sake of their parents. 
Taking a look at the first comment, it is seen that Simon Zarwell takes an oppositional stance. He 
does not agree with the preferred reading since he states that “the idea that we must have children 
so that they can care for us in our old age is selfish and insane.” (Appendix 2: 1). Additionally, 
Zarwell argues he is an advocate of uniting peopleas the tension of the debate increases. 
Furthermore, he is resistant of the proclaimed fact that birth rates are declining. Instead, he looks 
at it from a historical perspective, where the world population has increased steadily over decades, 
claiming that having too many inhabitants in the world result in lack of national resources. 
Furthermore, Zarwell adds a political perspective in the comment, which can be linked to the 
dimension of implementation. He argues that the campaign is not about sustaining the economy or 
increasing birth rate but rather about ethnic identity. 
The next comment by Utah but I’m Taller contributes with a rather radical opinion. He argues that 
demographic suicide happen when states allow foreigners to settle down. In the longer term, it is 
like replacing natives with foreigners. Hence, he is appealing for European citizens to have 
children (Appendix 2: 2). Even though, he turns the discussion to the ongoing topic of immigration 
to Europe, which is not part of the preferred reading, he is considered to be in the position 
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negotiated, as he partly agrees with the reading. He agrees with the fact that Europe in general 
should increase the birth rate. However, the campaign does not appeal for couples to have children 
in order to survive from the increasing immigration. 
Below, Chorp Squatch responds to the statement written by Utah but I’m Taller, implying that 
people come up with distorted statements that cannot be verified (Appendix 2: 2.1). Squatch 
positions himself as oppositional to the preferred reading, since he does not see any connection 
between contribution to the state and increasing birth rates. He argues that all ethnicities have 
contributed to humanity, giving the example of algebra being invented by Middle-Eastern people. 
Tyler513 comments that “Danish women are hot. Maybe I need to take a vacation there if their 
own men aren’t willing.” (Appendix 2: 3). He is regarded under negotiated reading, as he partly 
agrees with the preferred reading. Tyler513 can also be placed within the dimension of motivation, 
as he feels motivated to travel to Denmark and increase the Danish birth rate on behalf of their 
men. 
Oskar Lind responds to the comment stating that men in Denmark do have the will to increase the 
birth rate. However, women prioritize their educational career higher than having children, since 
Danes are being influenced by the media that encourage them to focus on their career instead of 
the responsibility of having children (Appendix 2: 3). Oskar Lind positions himself as negotiated, 
since he partly agrees with the preferred reading. However, he does not state that he personally 
wants children, even though he indirectly admit that Denmark has an issue regarding birth rates. 
According to Lind, women are accountable for the decrease of birth rate in Denmark and not men. 
KillingerDOOM contributes with a generalization by saying that attractive women are always the 
weirdest (Appendix 2: 3.1). According to KillingerDOOM, the issue is bases on women’s 
irrelevant statements, making men inattentive and careless. Thus, he can be positioned in the 
position of negotiated, as he does not reject the preferred reading. He argues that the issue has 
nothing to do with men. 
The comment by BringerOfTheTruth is considered hegemonic, as he agrees with the preferred 
reading. He addresses the issue of lacking births to women stating that he wants to have children 
and expect that the other part is willing as well (Appendix 2: 3.2). However, he also adds historical 
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insight about men’s general position in society claiming that men have been oppressed. He argues 
that males historically have devoted their life with hard physical work, but it has rarely resulted in 
obtaining prosperity from the patriarchy (Appendix 2: 3.2). 
Ad Astra responds that she agrees with the fact that men have been subjected to pressures caused 
by the society. She argues that men still experience pressures and her own father has been 
emotionally affected, as he is relatively distant. At last, she believes her father probably would be 
a happier person, if the society changed the view and pressures on men (Appendix 2: 3.2). Hence, 
she is hegemonic as well. Although she agrees with the preferred reading, she also agree with 
BringerOfTheTruth. 
Seinfan9 leans on the preferred reading of the video campaign and therefore considered as 
hegemonic. He explains that Danes should do it for the welfare state, which is part of the preferred 
reading. Otherwise there would be lack of financial support in the future (Appendix 2: 4). 
Moving on to a more sarcastic comment, Oxis77gas writes that every white women should have 
three children (Appendix 2: 5). Congruently, it can be argued that he agrees with the preferred 
reading, meaning that he is positioned as hegemonic. However, he does not comment further on 
his first statement, which gives a limitation in positioning him as fully agreeing to the message of 
the campaign. Nonetheless, he creates a controversial debate on the comment thread, as it can be 
seen as biased to pre-determine the number of children on behalf of white women. Sophie 
Costopoulos responds by stating that she does not want to have children at all. She wants to make 
her own decisions without the men, campaigns, or states interfering her decisions (Appendix 2: 5). 
Subsequently, Oxis77gas replied to Costopoulos’ comment by arguing that the alternative would 
lead to extinction of the white race in Europe. This claim does not indicate whether he partly agrees 
with preferred reading or not. Nonetheless, it is considered that he agrees, since he advocates for 
an increase of birth rates even though he distorts the debate. 
In the same thread, Lotte Laukkanen adds another aspect to the discussion by implying that it takes 
two to get children. Consequently, if there were a scenario within a relationship where men are not 
interested in childbirth or vice versa, it will most likely lead to disagreement as well. In that sense, 
Laukkanen could be seen as hegemonic reading, since she does not agree that it is only women’s 
responsibility. 
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According to Drinko76, Costopoulos is the reason why civilization experiences crises (Appendix 
2: 5.1). This claim can be supported by the graph on second picture in the first act underlining that 
many women probably share almost the same opinion as Costopoulos, which is to make their own 
decision (Appendix 1: Act 1, picture 2). 
TheFilthyCasual, who is in opposition to the preferred reading, argues that the issue is not the lack 
of sexual desire, as the campaign portrays. He believes that it is rather a rational choice to have 
fewer babies or avoid having babies at all (Appendix 2: 8). Correspondingly, his statement 
supports Costopoulos’ comment and the graph showing the negative development (Appendix 1: 
1.2). Likewise, Alida Cuevas is opposing the preferred reading as well. She argues that the issue 
is not lack of sexual desire as people are still having an active sex life. The difference is that young 
people choose not to have children, as they conceivably have other prioritizations in life (Appendix 
2: 8). On the contrary, Samuel Loshark, who is hegemonic, does not agree with TheFilthyCasual 
and Cuevas. According to Loshark, the argument of young couples prefer to think rationally is not 
connected with avoiding having children (Appendix 2: 8). Furthermore, he argues that having 
several children does not mean couples are irrational. TheFilthyCasual responds that he never 
claimed that rational thinking necessarily meant that it was the best choice. However, he states that 
rational choices are made with reason opposed to emotional or traditional motivation (Appendix 
2: 8.1). 
AMVM argues that the reason why young couples possibly prioritize to avoid childbirth correlates 
with the fact that costs of living increase (Appendix 2: 8.1). It can be argued that the graph 
illustrating the decreasing birth rates in Denmark (Appendix 1: 1.2) correlating with the increasing 
prices in the Denmark (Appendix 7). Furthermore, the CPI gathered by Statistics Denmark shows 
that Danish households buy less goods and services for the same capital spending. The prices for 
goods and services have increased every year along with the decreasing birth rate in Denmark. 
Thus, this supports AMVM’s argument of possible correlation between increasing costs and 
decreasing birth rate.  
Oxis77gas claims that Costopoulos should alter her attitude, as her standard of living will be 
affected by the future decrease of workforce in her country. In response, she notes that she lacks 
attachment to Europe. This perpetuates her position as oppositional to the preferred reading, to a 
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high extent. The campaign indicates that individuals should have children either for the sake of 
their parent or their home country (Appendix 1: Act 6, picture 1), which is relatively the opposite 
of Costopoulos’ statement. 
SnomaN Gaming is the only person who comments on the condom skewer (Appendix 2: 7). The 
unique scene paid his attention (Appendix 1: 4.3), whereas Quad questions the inclusion of the 
condom skewer in the campaign whether they are recommended to have children (Appendix 2: 
7.1). They do not have a specific stance in relation to the preferred reading, which means they 
cannot be positioned as agreeing, disagreeing or partly disagreeing with the message of the 
campaign. However, in the same thread, MaryB1992 responds to SnomaN Gaming’s comment 
that she does not agree with the preferred reading of the campaign. She perceives poked holes in 
the condoms, as forcing couples to have children they perhaps do not want (Appendix 2: 7.2). 
Baljot Bhatti questions the positioning of Danes in relation to other ethnicities (Appendix 2: 8.2). 
His perception of the message could be positioned within the dimension of discrimination. Bhatti 
takes a critical stance towards the message of the campaign, which links him to be in opposition 
to the preferred reading. Ironically, TheFilthyCasual replies that Denmark provides attractive 
women (Appendix 2: 8.2). 
Including a politically motivated statement of the ongoing immigration crisis in Europe, 
Photosynthesislove claims that Muslim immigrants breed the most in Europe (Appendix 2: 9). As 
a comment of neutrality, she states her Mexican origin, meaning that she has no direct link to the 
ongoing immigration issue in Europe. Accordingly, her decoding of the message represents the 
denotation of immigrants in plural. However, she connotatively associates immigrants to prohibit 
breeding rates. 
5.2 Pandora Jewelry 
The charm-bracelet maker Pandora Jewelry launched a video campaign titled “The Unique 
Connection” in preparation for mother’s day mid-2015, promoted internally including TV, PR, 
digital and social media, that went viral – accumulating 10 million views on YouTube and more 
than 15 million on Facebook within the first two weeks (YouTube, 2016; Perlberg, 2015). 
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5.2.1 “The Unique Connection” 
The Unique Connection underscores the special bond between mother and children; where through 
the child’s sensing and intuition are able to recognize their mother among six others while being 
blindfolded (Abedi, 2015). The campaign was created by Malling Publications where Pandora 
simultaneously took advantage of the empowering image of women feminism referred to 
“femvertising” (Bowie, S. et al (2016). Nevertheless, the campaign adheres to Pandora’s 
fundamental value that their jewelry are unique - similar to the bond of mothers of children. This 
focus has since been their strategic direction apparent with the ‘Unique As We Are’ video 
campaign series (YouTube, 2016). 
In the same way of Spies, Pandora’s viral video also received a stream of criticism despite thematic 
overlay condemning the video for lack of racial or ethical diversity and disregarding the role of 
dads (Seidman, 2015). 
5.2.1 The performance 
The campaign on where Pandora own jewelry played a relatively peripheral role, while femininity 
coupled with emotion created value for the brand, boosted the sales of jewelry from 11 million 
DKK in 2014 to 16 million in 2015 (Pandora Årsrapport, 2015). 
As of today, the viral video is peaking around 18 million views and with 61.000 shares on 
YouTube, whereas the same video on Facebook has currently 19 million views, 600.000 shares, 
255.000 expressed in likes and 16.000 engaged in the comment section (YouTube, 2016; 
Facebook, 2016). 
5.2.2 Findings 
Moving on to the video campaign of “The Unique Connection”, the project intends to analyse the 
YouTube comments thoroughly. As in the analysis of the former campaign, Hall’s Encoding and 
Decoding theory will be applied. Schrøder’s dimensions of reception will be applied as a 
supplement. Thirdly, a linkage of the comments that refer to essential scenes of the campaign will 
be included.  
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The preferred reading of “The Unique Connection” campaign is that mothers should buy Pandora 
jewelry, as it gives a unique connection between mother and child. They argue that the relationship 
between mother and child should be unique referring to the jewelry by Pandora as an option to 
improve the relationship.   
Looking at the first comment in the extract of Pandora’s YouTube comments, Superman inquires 
Pandora to produce a video campaign with fathers (Appendix 4: 1). Superman is positioned as 
oppositional reading, since he did not understand the meaning of the campaign. As mentioned, the 
purpose of the campaign was to celebrate mothers worldwide on Mother’s Day. Therefore, in this 
case males are not incorporated within the preferred reading. In relation to Schrøder’s theory, 
Superman can be connected to several dimensions. First, he is linked to motivation since he feels 
triggered by the message, resulting in participation in terms of commenting on the video. 
Subsequently, he establishes himself within the dimension of comprehension and discrimination 
in case of his critical stance towards the preferred reading. Likewise, Basic204 posts an identical 
comment in the thread (Appendix 4: 1). He wants to see a campaign with fathers as well. Thus, he 
is oppositional towards the preferred reading and is identified within the same dimensions as the 
latter comment.  
Saski comments that replacing the small children in the video with blindfolded teenagers would 
instinctively result in choosing the one they hated the most (Appendix 4: 1). It can be argued that 
Saski neither agrees nor disagrees with the message of the video, as the statement merely adds 
another aspect to the discussion. However, Saski is assigned within the dimension of motivation 
since commenting on the video means that a person found it interesting somehow. 
Next, Sabrin Key fully agrees with the preferred reading, meaning she is identified as hegemonic 
(Appendix 4: 2). She understood the message of the unique relationship between a mother and 
daughter. Key expression is that she cried from the first scene when the daughter hugged her mom 
(Appendix 3: 1.4).  
Laurel Dominguez states that she saw the campaign was posted on Instagram, however, since there 
is a lack proper sharing capability due to the limited playtime on video formats, she wanted to find 
the full video elsewhere (Appendix 4: 2). Successively, she found the video on YouTube thanks 
to the Internet signifying the interconnected of social media. Nonetheless, Dominguez fully agrees 
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with the preferred reading, meaning that she is hegemonic as well. She states that she cried after 
watching the video, which is common among many of the users commenting on the video 
campaign by Pandora. 
Mansoor Habib remarks that the video was particularly special for him since his wife gave birth 
to his first child this year. The video initiated tears of happiness when he watched the campaign 
(Appendix 4: 2). Habib is hegemonic, as he fully agrees with preferred reading of the video 
campaign. In relation to Schrøder’s reception theory, Habib is identified within several 
dimensions; the first one being motivation, since he was inspired to both watch and comment on 
the video. Secondly, he goes through discrimination and position for the reason that he both takes 
a supportive stance towards the preferred reading and perceives the campaign in relation to his 
private life without undoubtedly fully adopting the preferred hegemonic position inscribed in the 
text. Thus, he particularly adopts what he agrees with in his perception of the campaign.  
Sincerity My’Omega encourages people to acknowledge the campaign (Appendix 4: 3). The video 
should not be criticized for the choice of actors performing in the campaign in relation to their 
ethnicity or gender. My’Omega fully agrees with the message of the campaign and is associated 
with the dimension of discrimination, as she takes a supportive stance of Pandora’s video 
campaign.  
The following comment by UaeJiyoung, she states that the first thing she would do is smell to the 
women, since she learned that mothers have a natural recognizable scent (Appendix 4: 3). She 
does not specifically comment on the meaning of the video, meaning that it is challenging to place 
her as agreeing with the preferred reading. However, she can be identified within the dimensions 
of motivation and discrimination. The reason why she is identified within the dimension of 
discrimination is due to her partially critical stance towards the video. She states that she would 
smell the women as the first thing which is not directly critical in nature, but more a 
recommendation of what she would do differently.  
Gabriela Clorento requests for having Afro-American women in the video because the campaign 
states that all women are unique (Appendix 4: 7). Therefore, she partly agrees with the preferred 
reading as she wanted Pandora to include women with different ethnicities. Furthermore, she takes 
both a critical and supportive stance towards the campaign by acknowledging that all women are 
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unique. However, according to her, Pandora should have involved women of other ethnicities than 
white. Hence, she is placed within the dimension of discrimination.  
Further below, Angelo Pro argues that the campaign is homophobic, since it excludes homosexual 
men (Appendix 4: 10). He disagrees with the preferred meaning, which means that he is identified 
within the dimension of discrimination, as Pro takes a critical stance towards the campaign. 
Other comments question the credibility of the campaign. The viewers are aware that it is a 
campaign. However, they believe that there is a possibility that it has been manipulated. For 
instance, God’s Atom does not believe that the children actually recognized their mom, since 
women have characteristics that can be problematic to identify blindfolded (Appendix 4: 12). 
However, the most common comments were about viewers that cried after watching the campaign. 
This is mainly related to how delightful the scenes were in the campaign, when the children hugged 
and recognized their mothers. At last, we have comments that mentioned the intrigue channels, 
such as Instagram, where people were directed to the video campaign. Omgitsanna states that she 
found the campaign on Instagram, as some other viewers as well (Appendix 4: 6). 
5.2 Brand identity 
The campaign captured the spirit of Spies; that together with a massive analysis driven Public 
Relation effort to support the campaign’s message about exercise and vacation will increase sexual 
desire, put Denmark and Spies Travel on the landmark of viral marketing. According to Lundgren, 
the brand identity revolved around Simon Spies made it possible for the daring element 
incorporated in the campaign. Simon Spies is the former owner and known for his provocative 
views and flamboyant lifestyle. This upped the brand identity that coupled with the campaign made 
it possible to differentiate in a market difficult to because people care less about the company they 
use and are indifferent when booking for a trip (Thorsen, 2015). 
Chapter 6: Conclusion 
The findings in this project has to be seen as in no way a definitive viral campaign making process 
but merely an insight to those wishing to explore the world of viral marketing. Marketers often 
express bewilderment at the existing techniques floating in the field pivoting the company side of 
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the interaction. While marketing has a digital forward progression, traditional techniques may 
appear more as a maze than as pathways to an effective campaign. For this reason, audience 
reception is necessary for companies to determine how their consumers perceive them whereas 
marketers can use such data to develop marketing strategies. Furthermore, it is important to 
understand that a campaign can increase the awareness of consumers but can still fail to motivate 
the consumer to buy or accept the offering consequently halting the viral effect. 
As audience perception are increasingly influenced by the growing presence of social media, there 
are no definitive way to design a viral campaign in such a dynamic marketplace - only 
contemporary frameworks that had worked at a given time, and to a specific target audience. The 
fact that a viral campaign cannot be predicted, this project have explicated elements in two viral 
videos that can be included assuming that the organization, audience and aim remains within a 
similar context. A viral marketing strategy need not to contain all these elements, but the more 
relevant elements it embraces, the likely it is to be passed on to friends and families, and the better 
the results will be. 
Indeed, some viral marketing strategies work better than others do. Besides, it is apparent that 
consumers attach different level of trusts and credibility indicating that there is a significant 
behavior deviation among the different social media platforms. People can be more expressive on 
YouTube and tend to act in a controversial manner provided by the anonymity. Whereas, people 
on Facebook limit themselves textually even though they extended the way audience can express 
themselves as they are no longer limited to only express their feeling with a ‘thumb up’. 
 
Figure 5, expressive emoticons. Facebook (2016), 
For many people, Facebook is a destination for news, trends, shopping, and entertainment. Because 
of this diversity of content, Facebook can prove valuable to any brand regardless of category or 
industry (StateofSocialMedia, 2015; 23). Moreover, the worth-of-mouth rate is much higher on 
Facebook because of the amount of users and transparency the website provide, which once again 
accentuates the importance of trust within network that allows for higher quality referral rate. 
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Overall, the ability to influence a large number of individuals, the minimal effort required to make 
influence attempts, and the flexibility to deploy a variety of influence strategies through 
information technologies are a potent combination making influence in online social networks 
considerably more compelling and pervasive than in conventional interpersonal interactions. 
Although, Kahn claims that not every pout can be effectively marketed despite it being interesting, 
the offering must “live up to the hype, they do have to deliver” (Kahn, 2005). The most important 
aspect of viral marketing is the shareability. As evident in the transmission flow and convenience 
of it, the video must be must be performed in a format and a tone that users want to share with 
their network. This also relates to the storytelling that must be interesting and contribute something 
unique or something better in its genre. Storytelling also relates to the flow which the video capture 
the individual and stimulate a desire to spread it. Humans are storytellers by nature – and will share 
and generate conversation if a reason is provided (Lawrence and Thomas, 1999; 2). This relates to 
the social-exchange theory with the idea that people like to entertain, inform and help others. As 
indicated with the StateofMedia report, people are resorting into in digital methods of 
communication. This trend favors social media websites such as Facebook and YouTube. While 
consumers are more likely to participate through the social media, organizations have now access 
to engage with their audience and possibly shift their attitude. 
On a related note, Spies was considered irresponsible, as it is advocate of young couples having 
children without taking their economic situation in consideration. We have already referred to 
Statistics Denmark and a YouTube video comment that points out that economic instability could 
have an essential effect on the decreasing birth rate in Denmark (Appendix 7). A comment 
byZandolene de Wee argued that the campaign is remarkable and that she wants children when she 
feels emotionally and financially stable (Appendix 4: 6) The aspect of being financially stable 
draws parallel to the Spies campaign about whether campaigns can be categorized as irresponsible 
when inspiring young couples to have children without being aware of the financial aspect. 
6.1 Discussion 
Although viral marketing has been praised insofar there are implications following a viral 
marketing strategy. Negative marketing, also referred to as shit-storm, can have significant 
ramification due to the huge negative press it generates. For instance “In January 2012, 
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McDonald’s asked its customers to share their positive stories about the company on Twitter, 
making use of the hashtag #McDStories. After only 2 h, McDonald’s had to withdraw the 
promotion because the company had suddenly been exposed to a massive amount of negative 
word-of-mouth (WOM). People had used the #McDStories hashtag to share negative customer 
experiences and to insult McDonald’s. The sudden discharge of large quantities of negative WOM, 
as McDonald’s has experienced, is a phenomenon that companies have to face since the 
interconnectivity among customers through Web 2.0 technologies has reached critical mass.” 
(Pfeffer et al. 2014: 117).  
It is also certainly plausible that companies would go pay relevant celebrities to share, tweet, 
update, their message to boost their video. Ashton Kutcher noticed both Spies and Pandora 
campaigns. Similarly, these news outlets also tend to be the very second to adopt viral videos with 
that has a high chance to go viral. These elements can be a significant part of a viral video. 
Furthermore, some studies that measure the effectiveness of a viral campaign, claims negative 
viral marketing has a stronger influence on consumer’s perception and behavior than positive 
communication. Although, provocative content can lead to more shares which in case make the 
hypothesis true. Negative or ‘provocative’ content if perceived as triggering concerning moral and 
ethics whether the content was ethically correct that made it standout. However, in this case, 
emotional motivation triumph what people might scenes as a controversial topic namely sex. Jacob 
Mouritzen, head of the social department of media agency Mindshare, states how the campaign, 
with its’ humorous approach, perfectly suits the target audience of Spies Travel underlining how 
the impression applied stimulates a sharing-responsibility for the Denmark and grandmothers. 
Furthermore, Mouritzen claims that the message in the campaign ‘is not about sex, but the product 
of sex: having children, preventing it being corny’ (Thorsen, 2015).  
6.2 Recommendations 
Look further into the relationship between the content of viral marketing campaigns and the 
fundamental goal of which the company wants or find sufficient. With regard to sale, the relation 
should be analyzed, possibly by categorizing the type of content used in viral marketing and the 
audience the campaign should target. If the purpose of the campaign is simply to create awareness, 
it is recommended to look at the reaction and perception concerning the brand and assess whether 
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the content prompted positive or negative feedbacks. For example, the differences in sales can be 
a result from viral marketing campaigns containing humors content compared with content 
generating different user emotions. 
The fear for buzz marketing is that, however successful it may currently be, the effectiveness of 
the approach will inevitably be diluted through overuse and, dare we say it: too much buzz. 
"Right now it's a very nontraditional practice which makes it exciting," but can turn into an 
annoyance overnight (Kahn. 2005). 
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Appendix 1: Spies Travel “Do it for Mom” 
Act 1: The intro scenes 
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Act 2: The empowered reminiscent scenes 
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Act 3: The empowered product promotion scenes 
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Act 4: The product promotion scenes 
 
 
 
 
 
 
Act 5: The broad audience appeal scenes 
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Appendix 2: “Do it for Mom” YouTube Comments 
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Appendix 3: Pandora “The Unique Connection” 
Act 1: The intro scenes 
 
Act 2: Mother and children finding scenes 
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Act 3: Product placement scenes 
 
Act 4: Intuition and sensing scenes 
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Act 5: Recap scenes (Product promotion, children uniqueness, sensing, and bonding) 
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Appendix 4: “The Unique Connection” Video Comments 
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Appendix 5: (Semi) Interview guide w. Kim Schrøder 
x We would like to use your Reception Analysis to correlates with selected campaigns to 
see their values/trigger etc rather than applied it on an individual …  
 
Introducing questions 
x Your Reception Analysis, how to use and who are the ideal users? 
x You mentioned that it was inspired by Stuart Hall - do you feel that the extended model is 
more relevant to apply when analyzing/categorizing shaped meanings?   
Follow-up/Probing/Specifying questions 
x What is the strong/weaknesses aka shortcomings of your method? 
x Do you have further examples of this? 
Specifying questions 
x What is your experience on this matter? Has it change? 
x Would you like to change/develop on it further? 
Direct/Indirect questions 
x Have you applied these dimensions yourself recent work? 
x How do you believe students regard your Reception Analysis? 
Structuring questions 
x Have you heard about Do it for Mom or any other campaigns that (recently) went viral? 
x We would like to have your opinion on this topic (in how to apply the six dimensions in 
relation to the viral campaigns).  
o Does your dimension still relates? 
x Do you believe your Reception Analysis still is relevant in the field of marketing? 
x The content that Spies promotes, do you think it will be the future of viral marketing? 
Interpreting/other questions 
x Even though it is a method, could it be applied as a theory?  
x We want to use a positivist approach - does it contradict somehow with the theory of 
Reception Analysis?  
x How would you see Marketing to fit in? 
  
Appendix 6: Kim Schrøder Interview Transcript 
 
Interview with Kim Christian Schrøder from Roskilde University, Professor at RUC 
Communication. 
13-04-2016 at 9:30AM Danish time 
In building 43.3, Universitetsvej 1, DK-4000 Roskilde, Denmark. 
Face to face interview 
 
Question 1: How do you use your Reception Analysis and who is the ideal user of the model? 
 
The intended user of the model is someone who is about to do a reception analysis of some media 
product and who is interested in getting a systematic way of approaching the reception analytical 
data, when they sort of have been out doing the field work and come back and this all recorded. 
So when they have this and they transcribe the interview or focus group and then once they have 
this transcript, how can they sort of interpret what people are saying about their media experiences. 
So, that is the first intended user of the model. The model was developed, as you have probably 
seen in the article, in an attempt to find some general dimensions that will always be relevant to 
study when you are doing a reception analysis, in addition to the more specific themes and issues 
that you would be interested in illuminating through the reception study. So if you are interested, 
as in your case, in the Spies campaign, then there would some specific issues to do with that 
campaign, which are just particular to that campaign, but my question when I was developing the 
model was whether there would be something that would always be relevant to investigate when 
doing a reception study. So I came up with this model based on the reception study that I was 
doing at that time, which was about corporate advertising that we nowadays would call CSR 
advertising, and it was while I was interpreting the transcript from this study that I came across or 
that I developed these dimensions and played with them a little bit.  
 
But there is another use of the model, which is also possible to use the model already before you 
have done the interview. Once you have established and you believe that these dimensions are 
general, then you might as well also build them into your fieldwork design and use the dimensions 
as a guideline for the questions you ask your informants, so you will then, in addition to whatever 
thematic issues you are interested in discovering, you could have in your interview guide some 
questions to do with whether or how people are motivated to use, watch or read or whatever. And 
you look at another dimensions and go for their interpretation or their understanding, which is the 
dimension of comprehension.  
 
And then thirdly, I think that this is something, which I probably only say in the Danish version of 
the model, which is that once you have developed the model for these two faces of a reception 
study, then you have unwittingly or without wanting to do so, also developed a kind of theory, 
because the theory is a framework for understanding something. And once the model has been 
developed and sort of recognized that it is useful, then it has become a framework for 
understanding what reception research or what reception processes are all about. So in that sense 
the model then becomes also a theory about what reception is and what reception consist of and 
so on.  
 
Question 2: You mentioned in your article that you were inspired by Stuart Hall’s text about 
Encoding/Decoding theory. Do you feel that your model is more relevant and useful when 
analyzing audience’s meanings?  
 
I think that they can easily and usefully be combined, because what I had against Hall’s model was 
that I felt it was one-dimensional, because it was primarily interested in the ideological 
interpretation and the possible ideological impact of the media product. In his case typically some 
kind of news programme. I think news of current affairs programme. As you know, his article 
about Encoding/Decoding was written in the early 1970’s when Marxism was dominating the 
universities, both in the humanities and the social scientists and people were very concerned about 
how come that this capitalist society with all its oppressive characteristics, how does it manage to 
perpetuate itself and how does it reproduce itself. How come that people buy the ideology 
underlying whatever version of capitalism, because capitalism is not just one thing. There are many 
varieties of the welfare state and less welfare state and so on. Nevertheless, in all cases, if there is 
a democracy and people could vote it out, how come they did not? It was in this context that Hall 
developed the model with this idea that a mediated product comes with a preferred meaning, which 
is the dominant ideology. So that is the basic premise that this is what media normally do and then 
people can approach that dominant ideological meaning in three different ways; they can accept it 
in their dominant reading of it, they can negotiate it and partly agree or partly disagree and modify 
the meaning as it what it means to them, and then of course the oppositional meaning is when they 
reject that dominant meaning of the media product and have a quite different notion about what 
the programme is about and what it means in a cultural context. But I think the notion of the 
division in this dominant, negotiated and oppositional readings are ones that can be used 
independently of that Marxist framework and that was actually what I was going to say before. 
Because I use the three different types of reception or readings, which I call; sympathetic reading, 
cynical reading and agnostic reading. These three readings are more or less the same as Hall’s. 
The sympathetic reading of ads is more or less the dominant reading, the cynical reading of the 
ads is the oppositional reading, meaning that we do not trust these ads at all, they are lying and so 
on. And lastly, what I call the agnostic reading is sort of the I do not know, could be true and could 
be a lie, and that is the middle one, which is the negotiated.  
I think I noticed this. 
  
Appendix 7: Consumer Price Index 
The Consumer Price Index (CPI) indicates the development of price for goods and services paid by 
households. CPI is key to financial ratios, as it is a measure for inflation within a country. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Danmark Statistik, Retrieved from: http://dst.dk/da/Statistik/emner/forbrugerpriser/forbrugerprisindeks 
Accessed 13-05-2016  
Appendix 8: Social Media Sharing Platforms and Applications 
 
Following the display chronologically, we have Facebook, Reddit, Google +, Twitter, Blogger, Tumblr, 
Oauth.vk, Linkedin, Ok.ru, Pinterest, Live Journal, Digg, StumbleUpon. 
